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Rough Proofs 


With complete lack of considera- 
tion for its distinguished guests, Chi- 
cago broke the story regarding the 
$200,000,000 loss in Insull invest- 
ments the day the Financial Adver- 
tisers’ Association opened its conven- 
tion in the so-called Windy City. 


vyvyy¥ 


Chicago is denominated Windy 
City not because of the gentle 
zephyrs which sometimes blow off 
Lake Michigan, but because it is the 
host for more conventions than any 
other town in the United States, thus 
earning the title without serious 
competition. 

7, FF ¢ 


Green, blue and flame are some of 
the more conservative colors recom- 
mended to the supposedly fair sex by 
the cosmetics manufacturers for 
wear this fall. Rough Proofs recom- 
mends their use most heartily to all 
ladies except those who are really 
fair. 

vvy 


Moving picture exhibitors are re- 
ported to be in open rebellion against 
the sex stories which the producers 
have been shoveling at them. Even 
the movie trade has at last discov- 
ered that sex is old stuff. 


, 7 


“Homitosis” is a new word exca- 
vated from somewhere to describe 
bad taste in home _ furnishings. 
Shooting strange and unusual words 
of this kind at an unsuspecting pub- 
lic is what the Germans used to call 
Schrecklichkeit. 


ae, ee 


“Homitosis” was originated in St. 
Louis, the home of halitosis—mean- 
ing the word, of course, and not the 
condition. It’s strange what the hot 
weather will sometimes produce. 


a Mee 


At that, the results of giving ad- 
vyertising currency to halitosis could 
hardly have been any part of the 
cause for writing St. Louis Blues. 


. FF 


a “Urging an increased appropria- 
a tion,’ remarks Ernest Elmo Calkins, 
“always carries a suspicion of self- 
interest.” 

When a salesman walks out with 
an order, he is supposed to apologize 
for the profit he is making. 
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The Fitzgerald Mfg. Company re- 
fers to its “mixer-beater juice-extrac- 
tor.” This must be something like a 
third-base outfielding catcher. 
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“Years of distortion of the fem- 
inine figure with whalebone tor- 
tures” is now charged against the 
corset manufacturers. But if they 
hadn’t done their stuff, the John 
Held, Jr., drawings would have been 
lost to posterity. 
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The strange thing about the corset 
Monstrosities and their results is 
that at the time they were current 
they were greatly admired. The only 
Opposition came from a few mis- 
Suided doctors of medicine, who 
Were unable to appreciate obvious 
improvements on nature. 
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In a bad year for automobiles, Ply- 
Mouth boosts sales a mere 218 per 
fent. That suggests a nifty head-line 
for the new Plymouth agency—“Ride 
the Crest of the Wave with Floating 
Power.” Copy Cus. 


CBS TO ALLOW 
PRICE MENTION 
IN BROADCASTS 


NBC Removes Restrictions 
on All Programs 


New York, Sept. 15.—Concurring 
in principle but differing in details 
of its application, the Columbia 
Broadcasting System and the Na- 
tional Broadcasting Company with- 
drew the restriction against price ad- 
vertising on chain programs this 
week. 

Columbia’s ruling, termed an ex- 
periment by William S. Paley, presi- 
dent, permits limited mention of 
prices in ratio to limited sales talk, 
and is coupled with the request that 
sales talks in adjacent programs be 
separated. 

The schedule prohibits more than 
two price mentions or more than one 
and a half minutes of sales talk on 
a 15-minute program; more than 
three price mentions or three min- 
utes of sales talk on a 30-minute pro- 
gram, or more than five price men- 
tions or six minutes of sales talk on 
an hour program. 

The prices must apply only to the 
article advertised and be in no sense 
competitive or comparative. 

The departure from the long-estab- 
lished convention was forecast three 
months ago when National amended 
its rules to permit price mentions 
during day broadcasts. This week 
the company notified its advertisers 
they might word their commercial 
continuities to suit themselves and 
that the chain’s power of censorship 
over price advertising and length of 
sales talks would be exercised only 
when bounds of good taste and com- 
mon sense were transgressed. 


Trust to Advertisers’ Judgment 


“In restricting continuities to the 
dictates of good taste,” said Roy Wit- 
mer, vice-president of National, “we 
are cognizant that the fundamentals 
of successful radio advertising are 
so well understood by both adver- 
tiser and broadcaster that a meeting 
of minds with respect to what is per- 
missible is almost inevitable. 

“We are not attempting to impose 
definite limitations because adher- 
ence to the letter of the rules may 
not comply with the objective sought 
by specific regulations. There are in- 
stances where “sales talk” is so in- 
teresting or so combined with enter- 
tainment that it may comprise half 
the length of the broadcast without 
being objectionable, while one or two 
minutes of other kinds of persuasion 
may prove irritating. This is equally 
true of price advertising.” 

Mr. Paley described his company’s 
ruling as a step toward briefer and 
more potent commercial continuities. 

“It has often been necessary for 
advertisers to use hundreds of words 
to compensate for the inability to 
crystallize the selling story into men- 
tion of the price,” he said. 


Asks Avoidance of Conflicts 


“We believe the removal of this 
obstacle is all the more important at 
this time because of the definite 
trends this year toward more adroit 
wording of the advertiser’s message, 
increasing emphasis by decreasing 

(Continued on Page 9) 


Getchell and Ruthrauff & 
Ryan Named by Chrysler 


Financial Men 
Plan Rebirth 
of Bank Copy 


Chicago, Sept. 15.—Confidence that 
the turn in business has_ been 
reached, a _ realization that well- 
planned and persistent financial ad- 
vertising is now more than ever 
necessary, and a call for complete 
frankness by the banks in speaking 
to the public, were the keynotes of 
the 17th annual convention of the 
Financial Advertisers Association 
held here this week in the city of 
its birth. 

More than 300 delegates took part 
in the meetings at the Congress Ho- 
tel. H. A. Lyon, advertising man- 
ager, the Bankers Trust Co. of New 
York, was elected president of the 
F. A. A. for the year 1932-33. 

In his speech of acceptance, Mr. 
Lyon said, “Our job is two-fold—to 
educate the bankers themselves to 
the importance of the public rela- 
tions task and to the necessity of 
consigning it to experienced hands 
—and to educate the public to a 
knowledge of the functions, the 
ideals, the ethics of sound finance.” 

A. G. Maxwell, Citizens & Southern 
National Bank, Atlanta, was elected 
first vice-president of the F. A. A.; 
I. I. Sperling, Cleveland Trust Co., 
second vice-president; Frank Fuchs, 
First National Bank, St. Louis, third 
vice-president. E. A. Hintz was re- 
elected treasurer. 


Directors Elected 


Directors elected are: C. Delano 


Ames, Maryland Trust Co., Balti- 
more; Frank G. Burrows, Irving 
Trust Co., New York; Leopold A. 


Chambliss, Fidelity Union Trust Co., 
Newark; Ralph Eastman, State 
Street Trust Co., Boston; J. Mills 
Easton, Northern Trust Co., Chi- 
cago; Stephen H. Fifield, Barnett 
National Bank, Jacksonville, Fla.; A. 
Key Foster, Birmingham Trust & 
Savings Bank; Beatrice E. Kempff, 
Fidelity-Philadelphia Trust Co. 

Don Knowlton, Union Trust Co., 
Cleveland; Jacob Kushner, United 


HAS THREE AGENCIES 


Walter P. Chrysler 


States Trust Co., Paterson, N. J.; 
J. Blake Lowe, Equitable Trust Co., 
Baltimore; C. H. McMahon, Detroit; 
Peter Michelson, Bank of America, 
San Francisco; Henry L. Parker, 
Detroit Savings Bank; G. L. Spry, 
Canada Trust Co., London, Ontario; 
Robert Sparks, Bowery Savings 
Bank, New York. 

Next year’s convention is expected 
to be held in New York City. 

At the business meeting this week, 
resolutions were adopted thanking 
I. I. Sperling for the comprehensive 
program he arranged for the con- 
vention, and the Chicago newspapers 
for their help in bringing the work 
of the F. A. A. before the public. 
The trust development division an- 
nounced that its sessions were the 
most successful in its history. 

C. H. McMahon presided at the an- 
nual banquet, with Gaylord Morse 
of the Terminal National Bank of 
Chicago as toastmaster. Silas H. 
Strawn, Chicago lawyer, was the 
guest speaker of the evening. He 
discussed the four factors that are 
now influencing American business: 
“first, unemployment; second, costs 
of government; third, our interna- 


(Continued on Page 10) 


Last Minute News Flashes 


Standard Oil Stops Quantity Discounts 
Chicago, Sept. 16.—The policy which Standard Oil Co. of Indiana inaugu- 
rated Aug. 20 of giving cash discounts of 2 cents per gallon to purchasers 
of 100 or more gallons a month will be discontinued Oct. 1, because of 
numerous abuses which have developed. Coincidently, a reduction of two 
cents a gallon in Chicago and Minneapolis, and a new scale of discounts to 


dealers was announced. 


Street & Smith to Publish “Progress” 
New York, Sept. 16.—First issue of Progress, scientific monthly, to be 


published by Street & Smith Publications, will appear in October. 


Austin 


C. Lesecarboura, for seven years managing editor of Scientific American and 
previously editor of Popular Science Monthly, will be the editor. 


N. A. M. Names Agency Committee 
Chicago, Sept. 16.—Don B. Long, Los Angeles, Cal., was named chairman 
of a committee on advertising agency relations organized at the annual 
meeting of Newspaper Association Managers, Inc., being held here this 


week. 


Individual action by state press groups to combat certain radio practices 


was forecast by delegates. 


Advertisers, Inc., Retains 
Chrysler Passenger 
— Car Account 


Detroit, Mich., Sept. 15.—Culmi- 
nating weeks of anxiety in agency 
circles since the field for two of its 
cars was declared open a month ago, 
Chrysler Corporation this week an- 
nounced that Ruthrauff & Ryan, Inc., 
and J. Stirling Getchell, Inc., have 
been appointed to handle the Dodge 
and Plymouth accounts, respectively. 
Both appointments are effective 
Oct. 1. s i 

The Getchell agency thereby be 
comes the advertising representative 
of two Chrysler lines—De Soto and 
Plymouth. Advertisers, Inc., Detroit, 
remains in charge of Chrysler Sales 
Corporation activities—Chrysler pas- 
senger cars. 

Ruthrauff and Ryan will shortly 
open a Detroit office to service the 
Dodge account, which incorporates 
passenger cars, trucks, buses and 
taxicabs. 


Personnel Not Announced 


Personnel of the Ruthrauff and 
Ryan Detroit office and the Getchell 
Plymouth group have not yet been 
decided upon, both agencies having 
learned of their appointments on 
two days before the general me 
nouncement was made. i 

The contest for the two new act 
counts was said to have been one of 
the most spirited ever participated 
in by advertising agencies—22 major 
organizations having made presenta- 
tions. 

The new Plymouth agency, it is 
understood, will set to work imme 
diately to prepare advertising plans 
for a new six-cylinder model of reve 
lutionary body design, with which, 
automobile dealers here report, the 
Chrysler subsidiary is planning to 
bombshell the industry late in Octo- 
ber. 

In Line with Policy 


Distribution of the four Chrysler 
units among three agencies is in lin 
with the policy inaugurated b 
Chrysler at the beginning of th 
year, when De Soto advertising way 
placed with Getchell. Previously, all 
divisions of the company utilized the 
services of one agency. {1 

Plymouth and De Soto were thd 
only makes of cars which registered 
a gain in unit sales during the first 
six months of 1932, compared with 
the same period last year, Plymouth 
jumping from 19,772 in 1931 to 62,973 
in 1932 for a gain of 218 per cent, 
while De Soto sold 15,835 cars last 
year and 18,089 this year for a gain 
of 9 per cent. 

While sales of Chrysler and Dodge 
divisions were down, the gains regis- 
tered by the two smaller cars in the 
line more than overcame this loss, 
total unit sales of all Chrysler divi- 
sions for the first six months of 1932 
being 117,091, compared with 102,521 
last year, a gain of more than 14 per 


cent. The industry as a whole 
showed a-loss of 43.7 per cent for the 
period. 1 


Chrysler’s sensational gain in rank 
in the automotive field, attributed 
largely to consistent advertising at’ 
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ADVERTISING AGE 


September 17, 1932 


a time when most of the other car 
manufacturers were well content to 
let Chrysler monopolize the maga- 
zine and newspaper pages, recalls 
some of Walter Chrysler’s views on 
advertising. 


Mr. Chrysler does not pretend to 
be an advertising expert, but he in- 
Sists on real quality in everything he 
touches, whether it be an automobile 
or an advertisement for an automo- 
bile. 


Made Special Photos 


When a2 new series of advertise- 
ments was being planned recently, 
some scenes of Charleston, S. Car., 
famous winter resort, were needed. 
Someone suggested that plenty of 
stock photographs were available, 
but Chrysler vetoed this idea. A 
second idea was that a Charleston 
photographer, with adequate instruc- 
tions by mail, could make photo- 
graphs that would be good enough. 
This suggestion, too, was. turned 
down. 


The upshot was that Plumer, Inc., 
the Chicago photographer who does 
much of the Chrysler work, was in- 
structed to send a man to Charleston 
to make the pictures. The illustra- 
tions were secured in this way. 

While the cost was not inconsider- 
able, the result, according to one ex- 


pert, was that the Chrysler campaign 
had the hallmark of reality and 
fidelity which caused it to pull. 


Plymouth Head 


Joins Continental 

Detroit, Sept. 15.—Fred L. Rockel- 
man, for two years president and 
general manager, Plymouth Motor 
Corp., and previously sales manager 
for Ford Motor Co., has resigned to 
become associated with Continental 
Motors Corp. 

Although Mr. Rockelman’s position 
with Continental has not been 
named, it is reported that he will be 
in charge of an aggressive bid which 
the company is expected to make 
this fall for business in the low- 
priced field with its recently ac- 
quired De Vaux. 

It is reported that B. E. Hutchin- 
son, chairman of the board, will as- 
sume the Plymouth presidency. 

Grace & Holliday, Detroit, is the 
Continental agency. 


Restrict Code Messages 


The Argentine government has 
prohibited the sending or receiving 
of telegraph messages in code, unless 
a copy of the code has been filed 
with the Department of Posts and 
Telegraphs, U. S. Department of 
Commerce reports. 


International 
Silver Offers 
Trade-in Credit 


Meriden, Conn., Sept. 15.—Interna- 
tional Silver Company is testing the 
efficacy of the trade-in plan this 
month, a special deal starting Sept. 
10 and running to Oct. 1. During 
that period the company will allow 
$3.25 as a trade-in allowance on pur- 
chases of a set of six Viande knives. 

Only knives are accepted in the 
deal. Those taking their old knives 
to their local jeweler will be allowed 
to buy the Viande set for $9.75, in- 
stead of the regular price of $13. If 
they want a complete set of Viande 
silverware, however, they will have 
to pay the regular price for the 
forks. 

Parker Pen Company recently an- 
nounced a trade-in policy to stimu- 
late purchases of its new models. 
Success of the plan is believed to 
have led International Silver to 
adopt it temporarily. 


“Progress” Appoints 
Claremore (Okla.) Progress has 
appointed Oklahoma Dailies national 
advertising representatives. 


—now the Boardwalk! 


Atlantic City indicates 
1932 will exceed 1931, 


travel, 


trend would indicate 


15,000,000 people. 


material and labor costs. 


The number of visitors to 


1931 (the lean year), by New 
Jersey State Highway Depart- 
ment tabulation of vehicles 
clocked going to Atlantic City 
and the approximated railroad 
exceeded 13,000,000 
I people. Now that the major 
crisis is passed, the upward 


Atlantic City will exceed in 
1933, conservatively estimated, 


Order your display now, 
whether spectacular electric, 
super-illuminated poster pan- 
els or paint units and obtain 
benefits from present reduced 


Original designs, construc- 
tion plans and estimates fur- 
nished without obligation. 


| Atlantic City with its National Importance 


that 
yet 


that 


130 2. Maxwell Co, Atlantic City J, arr 
ces: eR... Maxw . Atlantic City.N.S | ce op 
Trenton, N.J. peomstnosidae . sid IY.N.S. 17 S. New York Ave. 


On the Boardwalk every 


Maxwell Service 


CAMEL 


SHERWIN- 
WILLIAMS 


GULF 


and 8 other National Ad- 
vertisers averaging 8 years 


Day and Night 


17 Years 
11 Years 
5 Years 


—n 
ee, 


SHOWS CLIENTS' PRODUCTS AND COPY 


#y 


Visitors to the New York office of N. 


W. Ayer & Son express much inter. 


est in this impressive exhibit of advertising and products of the com- 
pany's clients. 


Tibbitts and Delgado 
Join “Outlook” Staff 


Frank Tibbitts, formerly with the 
Farm Journal, Philadelphia, and the 
Meredith Publishing Co., Des Moines, 
Iowa, has joined the sales staff of 
the New Outlook, New York. 

Another addition is Cyril B. Del- 
gado, for 16 years with Printers’ Ink, 
New York. 


Engagement of Dorothea 
Pfister Is Announced 


The engagement of Dorothea Pfis- 
ter, secretary, Advertising Council, 
Chicago Association of Commerce, to 
Charles G. Cowan of Chicago was 
announced this week. 

Miss Pfister will continue her work 
with Advertising Council. 


Haley Goes to Hall 


John W. Haley, formerly treasurer 
and general manager of Haley & 
Sykes Co., Providence, R. I., has 
joined J. C. Hall Co. of that city fol- 
lowing retirement from business of 
the former firm. 


Miss Horton’s Change 


Margaret M. Horton, formerly with 
Cutajar & Provost, Inc., New York, 
has joined Redfield-Coupe, Inc., New 
York. 


Chabot Joins Agency 


Charles W. Chabot, at one time ad- 
vertising manager of Hammermill 
Paper Co., Erie, Pa., has joined J. B. 
Savage Co., Cleveland, as vice-presi- 
dent. He will make his headquarters 
in New York. 


Three for Agency 


Accounts of El Dorado Oil Works, 
coconut meal; Cooke, Fisher & Co., 
and R. W. Pressprich & Co., brokers, 
all of San Francisco, have been 
placed with D’Evelyn & Wadsworth, 
San Francisco. 


Starts “School Progress” 


School Progress, a monthly for 
Canadian school executives, made its 
appearance this month. H. F. Coles 
is editor, and J. D. Welsh business 
manager. Offices are at 2 College St., 
Toronto. . 


Ben Chapin Passes On 


Ben E. Chapin, publisher of Rail- 
road Employe, Newark, N. J., suc- 
cumbed to a heart attack Sept. 11, 
while visiting at Binghamton, N. Y. 


Handles Mentholatum 


Dillard Jacobs Agency, Atlanta, 
prepared the “chafing” campaign for 
Mentholatum which was illustrated 
on page 18 of the Sept. 10 issue of 
ADVERTISING AGE. 


C. C. A. Picks New York 


The first annual meeting of Con- 
trolled Circulation Audit, Inc., will 
be held in the auditorium of McGraw- 
Hill Bldg., New York, Sept. 30. 


Two More for Zabin 


The Alfred P. Zabin Agency, New 
York, has been appointed to direct 
American advertising of Carlsbad 
Salt and Johann Hoff’s malt extract. 


NEW FURNACE IS 
PUT IN PACKAGE 


New York, Sept. 15.—Packaged 
heating equipment is now being 
offered to the public by American 
Radiator Company and Petroleum 
Heat and Power Co., which have 
joined hands in production of Arco- 
Petro, an automatic home heating 
furnace which is shipped completely 
assembled and sealed. 

Following introduction last week 
of the new product in twelve key 
cities along the eastern seaboard, 
plans are being made for extension 
of the co-operative campaign into the 
mid-west within the next two weeks. 

Full pages in newspapers were used 
in the east, and a similar program, 
with the possible addition of direct 
mail, will be followed in the mid- 
west. First release will be in De 
troit. 

The new product is a broiler and 
burner combined, using either oil or 
gas. It provides heat and hot water. 
The newspaper campaign tells the 
story of the development of Arco- 
Petro through three years’ testing by 
home owners. 

Blaker Advertising Agency, Inc. 
New York, the American Radiator 
agency, is conducting the campaign, 
with the co-operation of Lord & 
Thomas, the Petroleum Heat agency. 


Advertise Oysters 


Saltesea oysters, packed in glass 
and distributed by American Oyster 
Co., Providence, R. I., are being ad- 
vertised in newspapers and by radio 
in New England states. Livermore 
& Knight Co., Providence, handles 
the account. 


Williams Joins Moebius 


Joseph H. Williams, formerly with 
Cutler-Hammer Corp., Milwaukee, 
and at one time advertising mana 
ger, Walter Bates Steel Co., Gary, 
Ind., has joined Moebius Co., Mil 
waukee, printers, as sales manager. 


Mahoney with Wood 


E. J. Mahoney, for 12 years with 
the advertising department of Swift 
& Co., Chicago, has joined the Chi- 
cago office of Rusling Wood, New 
York lithographer. 


Pick Ingalls-Advertising 
Boston Varnish Co., Boston, has 
appointed Ingalls-Advertising, Bos 
ton, effective Nov. 1. Magazines, 
newspapers and radio will be used. 


Drake Is Transferred 


John A. Drake, formerly manager 
of the Chicago office of Campbell- 
Ewald Co., has been transferred to 
New York. 


Starts New Paper 
Harry Schwarzchild, publisher of 
Aviation Engineering, New York, 
will start Air Transportation Oct. 15. 

Michael H. Froelich is editor. 
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EXPERT GARDENER WANTS 


WORK RAISING SALES 


SomE say it’s been too hot, some say too cold — or 
too dry, or too wet. The fact remains: This year’s 
crop of cash sales is a lean, scant one. 


So... many wise advertisers have gone in for 
intensive farming this season. They have cut down 
overhead and cut out waste. They just haven’t 
planted poor soil. Their aim now is more profit-per- 
sale rather than more sales regardless. 


The Literary Digest has worked with them. As a 
first step to new efficiency, the rates for 1932 were 
lowered a flat 25% on all space. Same product— 
same possibilities—working for 75c on the dollar. 


And, The Digest stepped up its interest and its 
influence by new larger activities. This spring, The 
Digest’s twenty-million ballot poll on prohibition 
wrote a page in American history. A similar great 
test on Presidential preferences is now holding the 
national mind. Higher voltage editorially means 


higher value to advertisers. 


And, The Digest has re-advertised its advertisers 
this summer by mailing hundreds of thousands of 
copies of the Advertising Guide,* a busy reference 


to advertised products. 


a 


- 2S ee as > 


5 eh 


* Your customers are using the Advertising 

Guide. . . . This important little book lists 
Digest advertisers, summarizes their messages, 
mentions booklet and sample offers, refers to 
page and issue—makes it easy for readers to 


have the facts and buy wisely. 


We advertise your advertising in this way 
without cost to you. About one million guides 
have been sent this year to Digest subscribers 
and book buyers. . . . . May we mail you 


specimen copies? 


LiTERAR Y 


The times have called for plus-services — and 
The Digest has provided them. But . . . our basic 
and greatest service to advertisers is the chance we 
give them to meet the right kind of people, en masse. 


People of active minds and wide interests (more 
than 70% of subscribers are business executives or 
professional people) — ready to buy now (most of 
them subscribed within the year) — able to pay 
(largest reader revenue of all magazines) — proved 
responsive to printed salesmanship (most Digest 
subscriptions are “direct returns”). 


Digest advertisers are feeling a new force and 
finding a new efficiency. (Never before, in any of 
its 42 years, have results been so uniformly good.) 
Returns per dollar invested have gone up, costs per 
order come down. If your sales-seeds haven’t done 
well enough, why not give The Digest a gardening 
job? Why not start next week? 


+ & e 
Quantity — 1,400,000 average yearly guaranteed, 
“or rebate.” 


Quality — Readers self-selected by active interest 
in realities. 


Economy—Rates reduced 25%, to $2.14 per page 
per 1000. Class circulation at mass costs. 


DiEIGE Ss T 


Sounding-board of American Opinion 
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Copy Control in Radio Broadcasting 


Both of the leading radio broad- 
casting chains are now exercising a 
definite degree of control over the 
sales talks used by advertisers. The 
Columbia Broadcasting System has 
established definite restrictions, 
while the National Broadcasting 
Company is laying down no hard- 
and-fast rules, but depends on dis- 
cussions of practice involving ques- 
tions of good taste. 

Both chains have let down the 
bars as far as price mentions are 
concerned, taking the obviously cor- 
rect position that mention of price, 
in itself, is not necessarily objection- 
able to the listener, provided the en- 
tire sales talk is not overdone nor 
carried beyond reasonable bounds. 

While the steps taken by the 
broadcasting systems to develop a 
practical method of controlling copy, 
and of eliminating excessive use of 
selling talk in chain broadcasts, are 
to be commended, the value of this 
action may easily be greatest in con- 
nection with the programs originated 
by local broadcasting stations. 

Some advertisers on the chains 
have undoubtedly gone too far in the 
direction of excessive selling talk in 
their announcements, but the harm- 
ful effects to the whole broadcasting 
situation have been largely due to 
programs of local origin. This is not 
entirely the fault of the stations, but 
has resulted from lack of a general 
understanding and agreement re- 
garding proper restrictions to be ap- 


plied to the use of the air by adver- 
tisers. 

Now that the chains have actually 
defined this situation, and have im- 
posed limitations on the kind of 
copy which may be used, it will be 
comparatively easy for stations to 
apply the same sort of rules to the 
advertising which originates with 
their local clients. They have un- 
doubtedly been worried by the ex- 
cesses to which some of their cus- 
tomers have gone, and have realized 
that the unfavorable reactions of the 
public have hurt the popularity of 
their stations and hence have threat- 
ened the ultimate effectiveness of 
broadcasting as an advertising me- 
dium. 

Many local programs are in the 
nature of tests, and are given care- 
ful attention by advertiser, agency, 
station and soliciting organization 
from the standpoint of direct, imme- 
diate and traceable results. This is 
one of the reasons why the selling 
talk used in the announcements is 
likely to be especially stressed, and 
often develops objectionable features. 

The individual stations can now 
step into the matter of regulating 
and controlling copy without seem- 
ing to be initiating unnecessary re- 
strictions, but with general accept- 
ance of their action as a natural 
corollary of the general policies es- 
tablished by the national chains. 
Prompt action of this character 
would be valuable to the entire field. 


Mr. Calkins on Agency Compensation 


Ernest Elmo Calkins, a _ retired 
advertising agency executive of un- 
usual standing and ability, discusses 
the agency commission and other 
methods of compensating advertising 
agencies in Nation’s Business. His 
article was quoted in the September 
10 issue of ADVERTISING AGE. 

Mr. Calkins suggested that a slid- 
ing scale of commissions, with re- 
ductions on the larger accounts, 
would be fairer than the present 
plan, which he says results in over- 
payment on large campaigns and 
under-payment where small expendi- 
tures are involved. 

Our readers will recall that a sim- 
ilar suggestion was made in a letter 
from Alfred P. Sloan, Jr., president 
of the General Motors Corporation, 
which was published in the “Voice 
of the Advertiser” on this page in 
the issue of July 23. 

It seems to us that any inequali- 
ties in agency compensation are de- 
pendent less on the size of the ac- 
count than on the circumstances 
under which the advertising is car: 


ried on. Where pioneering, develop- 
ment or research work is required, 
or where a brand-new advertising 
idea must be created, the labor in- 
volved and the value of the services 
rendered are obviously greater than 
in the case of a campaign which has 
largely been standardized as to ideas, 
methods and mediums. 

In addition, certain kinds of ad- 
vertising may be produced and 
placed by the agency at considerably 
less cost than other kinds of adver- 
tising which perhaps involve greater 
detail in planning execution and 
supervision. 

After all, as Philip K. Wrigley, 
head of the William Wrigley, Jr., 
Company, said in an interview pub- 
lished in the September 3 issue of 
ADVERTISING AGE, it’s the value of 
the business-getting ideas furnished 
by the agency that determines 
whether or not it earns its commis- 
sions. If it actually produces the 
service the advertiser wants and ex- 
pects, it earns all it gets and more. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 428. Business Now Going On in 
the Basement. 


“Many stores spend valuable news- 
paper space to advertise merchandise 
of quality that few people want—at 
prices nobody believes. Thereby they 
debilitate a great selling force and 
waste a majority of the circulation 
they buy. Current advertising of 
minimum price ranges often appeals 
only to the minimum audience of de- 
partment stores and newspapers. 
Most of the customers are being 
missed; and so is most of the busi- 
ness which might be had.” Thus The 
New York Daily News urges retailers 
to come out of the basement and fea- 
ture good merchandise at fair prices. 
The booklet contains reprints of 6 
advertisements from Retailing, with 
maps showing income ranges of New 
York families and News circulation. 


No. 431. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. : 


The Market Chicago. 


No. 432. Sales Opportunity in a 


Unique Market 


“These two purchasing agents... 
mother and child . . . send millions 
of dollars to market,” says this inter- 
esting booklet by Child Life, which 
also contains much interesting infor- 
mation on the publication’s market. 


No. 433. WLW—“The Nation’s Sta- 
tion” 


This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazines’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and interesting 
analysis of the boy market—ex- 
tremely worth while sending for. 


422. The Sex Life of the Spider. 


“Two sexes for the price of one” 
is the theme song of this unusual 
booklet published by Redbook Maga- 
zine. You can’t make sales if you 
sell only one-half of the family, the 
booklet contends, and it proves it in 
an interesting fashion not only with 
the sex life of the spider, but with 
real or alleged incidents in the lives 
of famous couples, starting with 
Adam and Eve and progressing his- 


ISN'T HE 


A FOOL! 


gnan 


ial . 


—“Mort Hamburger’s Sunnyside Up” 


"Don't be alarmed, Mr. Crunch! All you have are slight symptoms of 
Pink Tooth Brush.” 


Voice of the Advertiser 


Burrell Comments 
on Rate Reductions 

To the Editor: It strikes me as 
rather unusual that most of the pub- 
lications which have seen fit to re- 
duce their advertising rates recently 
place a tag on the reduction to the 
effect that they are making this re- 
duction to “get in line” with reduced 
prices in many lines of merchandis- 
ing. 

The truth of the matter is that 
practically all of these reductions 
are forced upon the publishers by a 
loss in circulation and in many cases 
the price reduction for advertising 
space does not begin to compare on 
a percentage basis with the circula- 
tion loss. 


While it is perfectly true that the 
prices of a great many of the basic 
commodities have been deflated, it is 
likewise true that they had pre- 
viously been inflated. When the orgy 
of price slashing took to the tobog- 
gan and the retailers made conse- 
quent demands upon the wholesalers 
and manufacturers for price conces- 
sions, the inevitable happened— 
quality was sacrificed. Some of the 
more forward looking retailers of the 
country are now trying to return to 
a quality merchandising policy via 
the confession route. 

If publications which feel that it 
is necessary to reduce their rates 
would state plainly that the reduc- 
tion is made necessary because of a 
loss in circulation when such is the 


torically through Samson and Delilah, 


Socrates and Xantippe, Anthony and |- 


Cleopatra, Ulysses and Calypso, 
Romeo and Juliet, Napoleon and 
Josephine, and Mr. and Mrs. Gleep 
(1932). 


371. Factors of Reader Interest in 
261 Advertisements. 


Liberty has issued this supplement 
to the original Gallup survey. The 
new report is not presented as a 
complete answer to the problem of 
attention value, nor even as a guar- 
anteed trend, but rather a simple 
mathematical tabulation of the num- 
ber of persons who actually remem- 
bered seeing each of the advertise- 
ments in the 24 magazines studied. 
Some of these tabulations show lit- 
tle that is useful. Others offer con- 
clusions apparently striking and 
worthy of study. Since the print 
order for the supplement was only 
1,000 copies, the supply threatens to 
become exhausted very shortly. 


fact, the good will value of such sin- 
cerity would be tremendous. 


RoGcER BURRELL, 
General Advertising Manager, 
Akron (0.) Beacon Journal. 


2S oo 


How to Keep Your 
Sunny Side Up 


To the Editor: I thought you 
might like to see a little sheet that 
I started a few months ago. The 
original idea was to keep in touch 
with my friends, but the thing is 
spreading rapidly. 

The front page cartoon of this is- 
gue gave Mr. Lee Bristol quite a 
laugh when he saw it. 

If you would like to get the sheet 
regularly, with the compliments of 
the editor, who is one of your sub- 
scribers, I will be glad to send it on. 


Mort HAMBURGER, 
Jewish Hospital, Brooklyn. 


(Editor’s Note: The cartoon on 
this page is the one referred to in 
this letter.) 


, F FT 


Babies Only Market 
Left for Cellophane 


To the Editor: Your Copy Cubs 
were one jump behind Mr. DuPont 
in the last issue with their cello- 
phane quip about babies and chorines 
not being thus packaged. 

Shubert brought his new “Passing 
Show” here this week for try-out and 
one of the best scenes is a cavorting 
nudist colony wrapped in cellophane 
so babies only are left. 

J. R. BASSLER, 
Cincinnati Times-Star. 
vvwY 


“News” Rates Raised 


for Friday Editions 

To the Editor: The story about 
our new plan of distributing extra 
copies free on Fridays in Denver, 
which appeared on page 10 of your 
Aug. 27 issue, is correct except that 
it might have been interesting to 
know that this plan was accepted by 
the merchants in preference to 4 
shopping news. 

Your story mentions that the space 
in the Friday issue is sold at no in- 
crease in rates. This is incorrect, as 
all local advertisers are paying an 
increased rate for Friday. 


M. F. RIBLETT, 


Bus. Mgr., Rocky Mountain 
News, Denver, Colo. 
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Chart shows how each additional sample of 50 changes the trend line for each magazine. 


R. 18 consecutive weeks, 

Percival White, Inc. has 
been counting the relative pro- 
portion of persons who actu- 
ally see and read the ads in 
Liberty and two other mass 
weeklies. (For 6 weeks last 
summer, Dr. Gallup did the 
same thing.) 


During 22 out of the total — 


of 24 weeks studied, all adver- 
tising pages in Liberty aver- 
aged greater attention value 
than in either of the other 
leading weeklies. An added 
attention value equivalent to 
some 220,000 more real, seen 
circulation per average adver- 
tising page than in the 
second weekly, 170,000 more 
than in the third weekly— 
regardless of A. B. C. reports 
on ‘“‘delivered’’ circulation. 
And regardless of the fact that 
these wider-acting advertising 
pages in Liberty actually cost 
$950 less than in the second 
weekly, $2950 less than in the 
third. 


Now, advertisers and agents 
persuaded by 22 weeks’ repeti- 
tion of the same profit-prom- 
ising conclusions, scrutinize 
Liberty with a 1933 eye and 
ask how such untraditional 
conclusions are possible. 


Four Points to 
Consider 


The first is that Liberty's 
editorial policy was inaugurated 
within the present decade 
rather than merely the present 
century! It is handy in size. 
Its stories and articles are brief, 


concise, timed for the 24 hour 
day suddenly crowded with 
movies, radio, automobiles. 
Its headlines and illustrations 
are planned like those in adver- 
tisements—to se// the reader on 
reading the story or article— 
not merely to‘‘offer’’ in the way 
automobiles were ‘‘offered”’ 
(‘‘Here is an automobile. It 
has four wheels and every- 
thing, etc! ’’) before a score of 
automobile manufacturers be- 
gan their advertising compe- 
tition. 

The second point is that the 
Public indicated the success of 
Liberty’s editorial formula by 
rushing to buy it faster than 
the presses could print it. In 
a field “‘saturated’’ with 
22,000,000 magazine circula- 
tion per issue, Liberty swept 
up beyond the 2,000,000 mark 
within 5 years—an unprece- 
dented circulation nom 1 


From the very beginning, 99 
~ cent of this circulation has 
een copy-by-copy demand. 
That means that we print more 
than 2,000,000 magazinesevery 
week, 52 times a year without 
any bulk of subscription con- 
tracts to guarantee the invest- 
ment. We must rely on more 
than 2,000,000 men and women 
making up their minds all 
Over again 52 times a year. 
And they keep doing it! They 
must want to read it! Every 
issue! 


The third point in connec- 
tion with ads getting greater 
attention in Liberty is the 
mechanical arrangement of the 
contents. Liberty was begun 
when advertising had begun 


Liberty .- America’s BEST READ Weekly 


to be accepted as an integral 
part of a magazine’s contents 
—trather than as something to 
be slipped in as excess baggage 
with what the reader bought. 
Instead of segregating editorial 
contents in front, therefore, 
and satisfying the advertiser 
who realized the value of posi- 
tion next to reading matter by 
sending colorless runovers into 
the back with the advertising 
—Liberty began the modern 
policy of completing all stories 
and alternating advertisements 
with complete stories. 


So that in Liberty, advertis- 
ing attention value (outside of 
the advertising profession!) is 
not largely dependent on the 
number of persons who happen 
to like the story whose run- 
over is adjacent to the adver- 
tisement! (Gallup and White 
show a significant relationship 
between the two!) As many 
complete, important features 
are in the back of the magazine 
as in the front. Even the read- 
er's first inspection of Liberty, 
before he selects the stories and 
articles that he wishes to read, 
must carry him from cover to 
cover, parading all the adver- 
tisers before his eyes. 


The fourth and final point 
indicating why ads enjoy 
greater real, seen circulation in 
aT is “yg! White's sta- 
tistical count of the ACTUAL 
reading which Liberty’ seditor- 
ial features apparently enjoy. 


For 12 out of the 17 weeks 
studied, Liberty’s editorial 
contents were found to have 
been more thoroughly read 
than the editorial contents of 
either of the other two lead- 
ing weeklies. The average 
Liberty reader reads a greater 
number of the features offered 
than does the reader of either 
of the other two weeklies. 
The average Liberty feature is 
read by a greater proportion 
of those who have Liberty 
than is true in the case of 
the other magazines. 


The chart above shows how 
Liberty's leadership in adver- 
tisement attention value is 
paralleled by its leadership in 
editorial contents reading. It 
indicates the fundamental re- 
lationship between ‘‘America’s 
Best Read Advertisements” 
and the ratings that justify 
the slogan of .... 


Swiich te Camets 


Advertiser: Camels 

Agency: Erwin, Wasey & Co. 

Space: Back Cover 

Attention Value: 68% better in Ist 
weekly than average page and 
95% better in 2nd weekly than 
average page 


Advertiser: Grape-Nuts 

Agency: Young & Rubicam, Inc. 

Space: 2-Color Page 

Attention Value: 64% better than 
average page 
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Advertiser: Life Savers 


Agency Lennen & Mitchell 
Space: 4-Color Page 
Attention Value: 64% better than 


average page 


Average Page Advertisement 
in Liberty 


Per Cent of Extra 
Persons Noting 


Over Over 
Second Third 
Weekly Weekly 
This Week 
(Sept. 3 
issues) 2% less 36% 
18 weeks 
to date 15% 40% 


(Average of White surveys) 


Projection of 
Extra Volume of 
Persons Noting 


Over Over 
Second Third 
° Weekly 
This Week . 
(Sept. 3 
issues) 7,446 less 102,459 
18 weeks 
to date 224,402 


171,483 
(Average of White surveys) > Bee 
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BANKERS COWED, 
KNOX ASSERTS 


Chicago, Sept. 13.—Col. Frank 
Knox, publisher, Chicago Daily News, 
created a sensation at the opening 
session of Financial Advertisers As- 
sociation today with the assertion 
that bankers generally were the most 
cowed and timid group of men last 
winter and spring that he had ever 
seen. 

In their advertising and in all 
their relations with the public, he 
said, bankers must speak frankly 
and in language that the man on the 
street can understand. Bank state- 
ments in particular, he emphasized, 
must be translated into a form that 
is intelligible to all readers. 

Col. Knox urged that banks di- 
vorce themselves from every type of 
investment affiliate and return to the 
bed-rock principles of conservative 
banking. “Give investment advice 
to your customers if you must,” he 
said, “but don’t attempt to cash in 
on that advice.” 

“It was the guilty knowledge that 
they had departed from the old- 
fashioned spirit of trusteeship dur- 
ing the 1928-1929 days that caused 
bankers to appear so frightened in 
the emergency of early 1932,” he 
stated. “One of the greatest ele- 
ments of safety in the future will be 
to have the public know the facts 
about banks and banking methods.” 

Col. Knox’s severe indictment was 
received with intense interest by the 
250 members present. When he fin- 
ished the entire group rose and ap- 
plauded him vigorously. 


Hough Starts Agency 


Donald Hough, for three years ad- 
vertising manager of Munising Paper 
Co., Caslon bond, has organized an 
advertising agency at 8 S. Michigan 
Ave., Chicago. He will continue to 
handle Munising advertising, and 
will also handle advertising of Sea- 
man Paper Co., Chicago. 


Distributors 


Assemble New 


Refrigerator 


Detroit, Mich., Sept. 15.—A “de- 
centralized Ford system” has been 
devised by the Republic Refrigerator 
Company, Detroit, for the assembly 
and merchandising of electric refrig- 
erators. Parts for the refrigerator 
are bought by Republic and shipped 
from points of purchase directly to 
the distributor, there to be assem- 
bled under the direction of a road 
supervisor, before sale to the con- 
sumer. 

Following a dealer organization 
drive during the next three months, 
an extensive trade paper campaign 
will be released early in 1932. Na- 
tion-wide consumer advertising will 
follow after the dealer organization 
is strongly built. 

The trade will be told that assem- 
bly profits accrue to the dealer, in- 
stead of to the home plant, and 
consumers will be informed that they 
save because of elimination of two- 
way freight charges. 

Republic heretofore has been en- 
gaged exclusively in the sale of re- 
frigerator cabinets. The new depar- 
ture in assembly and marketing 
methods follows reorganization of the 
firm under the new joint ownership 
of Max Rothenberg, president of Fi- 
delity Bankers’ Investment Company, 
Detroit, as president, and William 
Pace, former sales manager for One- 
Minute Manufacturing Company, 
Newton, Iowa, as vice president and 
sales manager. 


Thomas Appoints 


S. B. Thomas, Inc., Long Island 
City, N. Y., specialty breads, has 
placed its account with Fuller & 
Smith & Ross, New York. 


Advertise Ice Cream 


Advertising of Venice Spumoni 
Co., Philadelphia, ice cream, has 
been placed with Hetherington Wat- 
son Co., Philadelphia. 


‘JOURNAL-POST 
LAUNCHES OWN 
SHOPPING NEWS 


Kansas City Paper to Take 
National Advertising 


Kansas City, Mo., Sept. 15.—Faced 
with the possible launching of a 
shoppers’ guide to compete for local 
advertising, Kansas City Journal- 
Post last Friday launched its own 
“shoppers’ guide,” giving merchants 
complete coverage of city and subur- 
ban homes with “Journal-Post Illus- 
trated News,” composed almost en- 
tirely of advertisements appearing 
in the regular Friday edition of the 
Journal-Post and distributed free by 
the paper’s own carriers to every 
home not receiving the Journal-Post. 

Although the primary object in 
launching the new publication was to 
beat shoppers’ guide advocates at 
their own game and make the daily 
a more attractive advertising buy for 
local merchants, national advertisers 
were not forgotten. 


Seek National Advertising 


Any national advertiser using 
space in the Journal-Post on any day 
of the week may have his copy dupli- 
cated in “Illustrated News” for an 
additional charge of five cents a line. 
The paper’s regular week day rate 
is 25 cents. 

Rules for local advertising are 
more stringent, only copy which ap- 
pears in the Friday edition of the 
daily being eligible for inclusion in 
the supplementary publication. An 
extra charge is made to local adver- 
tisers also. 

Normal circulation of the Journal- 
Post in city and suburbs is approxi- 
mately 60,000, while circulation on 
Fridays, including “Illustrated 
News,” is said to be in excess of 


210,000. 
The first issue of “Illustrated 
News” contained 10 pages, all of 


which was advertising, except the 
first page and the last, which con- 
tained pictures and other features 
which had appeared in previous edi- 
tions of the Journal-Post. All of the 
advertising was of local shops, and 
most of it featured Saturday bar- 
gains. 

The two middle columns of the 
eight-column front page bore a list 
of “Hot Spot Specials,” one item 
from each of the advertisements ap- 
pearing in the publication. Selection 
of these items was made by the ad- 
vertisers, and no extra charge was 
made for their listing. 

A two-column bold face announce- 
ment on the front page said: 

“The Journal-Post, delivered seven 
times a week for 15 cents, is the best 
newspaper in Kansas City. 

“‘*The Illustrated News’ has been 
created to carry this message to non- 
subscribers and induce them to be- 
come regular readers of the Journal- 
Post. 

“‘The Illustrated News’ will be 
made up of some of the advertising 
appearing in the Friday Journal- 
Post, pictures that have appeared in 
the columns of the Journal-Post, and 
occasionally leading feature articles 
typical of those to be found in regu- 
lar editions. 


tising today. 


Kaufmann and Fabry ce af 
_ specialized in commercial and © 
illustrative preventer ; 


Is Shoppers’ Guide 


“The Journal-Post is confident that, 
having had a taste of a few of the 
good things to be found in its regu- 
lar editions, many Kansas Cityans 
will be moved to become regular sub- 
scribers. 

“Until such time as those who re- 
ceive ‘The Illustrated News’ do be- 
come daily readers of the Journal- 
Post, they will find ‘The Illustrated 
News’ A SHOPPING GUIDE SEC- 
OND ONLY TO THE JOURNAL- 
POST ITSELF.” 

Local merchants have expressed 
enthusiasm over the new idea, sev- 
eral admitting that the publication 
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Page | of first issue of "Journal-Post Illustrated Times," to be pub- 
lished every Friday by Kansas City daily. 


serves all the purposes of a shoppers’ 
guide at less expense than the mer- 
chants themselves could produce one. 


Hartford Has Shopping News 


Hartford, Conn., Sept. 15.—vVv. K. 
Dawson has begun publication of 
“Metropolitan Shopping News,” a 
weekly. The first issue contained 
four pages, tabloid size. 


Lou R. Maxon Is 


Recovering from Burns 


Lou R. Maxon, president of Maxon, 
Inc., Detroit, is recovering from seri- 
ous burns suffered when a gasoline 
can exploded at his summer home 
near Onaway, Mich. 

Mr. Maxon’s presence of mind in 
wrapping a rug around his flaming 
— is believed to have saved his 

fe. 


Des Moines and Omaha 
Plan Programs Jointly 


Representatives of the advertising 
clubs of Omaha, Neb., and Des 
Moines, Ia., met in Des Moines Sept. 
11 to lay plans for bringing promi- 
nent speakers to both cities. 
Tentative plans for a debate on 
“Has advertising gone astray,” be- 
tween the two clubs were also laid. 


Kelvinator Plans 
Air Conditioning Line 
Kelvinator Corp., Detroit, is formu- 
lating merchandising plans for the 
introduction of a line of air-condi- 
tioning equipment which will be 
added to the company’s present array 
of electric refrigerators. 


Honecker New Secretary 
of Grand Rapids Club 


A. Wm. Honecker has been ap- 
pointed secretary-treasurer of Adver- 
tising Club of Grand Rapids, Mich., 
succeeding W. Van Hinkle, resigned. 

Dues of the club have been reduced 
to $50 per year. 


Make Disoel Tracks 


Robert Gotfredson Truck Co., De- 
troit, is introducing a new line of 
four and six cylinder trucks powered 
with Diesel engines. 


Scotch Names Brandt 


Scotch Woolen Wills, Chicago, has 
appointed Brandt Advertising Co., 
Chicago, to handle co-operative local 
newspaper advertising in 500 towns. 


Women’s Papers Merge 


Practical Home Economics, New 
York, has absorbed Home Economics 


‘‘Western Home 
Monthly” Plans 
Change in Name 


Winnipeg, Man., Sept. 14.—An- 
nouncement has been made bythe 
Home Publishing Company, Ltd., 
which for the past thirty-two years 
has published Western Home 
Monthly, of the change of name of 
the magazine, effective with the Oc- 
tober issue, to The National Home 
Monthly. 

In making the announcement, A. L. 
Stovel, an executive of the company, 
explained that the publication “went 
national,” from a circulation stand- 
point, a year ago, and has increased 
its circulation to 180,000, with 200,- 
000 in prospect for 1933. Conse- 
quently, he said, the change of name 
was necessary to indicate the scope 
of its coverage of the national Ca- 
nadian field. 


Reinschreiber Starts 


New Outdoor Service 


A. J. Reinschreiber, who has been 
active in the outdoor advertising 
field for the past twenty years, and 
formerly was with the Thomas Cu- 
sack Company and later the General 
Outdoor Advertising Company, has 
opened an office in the First National 
Bank building, Chicago, and will rep- 
resent outdoor advertising plants in 
the national advertising field. 

His arrangement is _ patterned 
along the lines of the newspaper spe- 
cial representation plan, and includes 
contacts with advertisers, soliciting 
companies and advertising agencies. 


General Motors Files 
$2,000,000 Counter Suit 


General Motors Corporation has 
filed a $2,000,000 damage suit against 
Motor Improvements, Inc., New York, 
as an outgrowth of a suit brought 
against A C Spark Plug Co., General 
Motors subsidiary, by Motor Im- 
provements, charging unfair competi- 
tion in the manufacture and sale of 
oil filters. 

General Motors charges that filing 
of the first suit and the publicity 
given it is a libel. 


Pabco Back on Air 


Paraffine Companies, Ine., San 


Francisco, Pabco paints, roofing and 
floor covering, is broadcasting over 
the western NPC hookup every 
Thursday morning. Emil Brisacher 
and Staff, San Francisco, is i2 


News, Peoria, Ill. 
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| nad very little right to ask questions 

pore Sap ellmae dampens endfor nea PLAYS HOST SEPTEMBER ADVERTISING IN MAGAZINES 
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| financial field. Atlantic Monthly...... 9,017 5,309 Delineator _.. ae ee eataes $8,368 23,112 
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idea that bankers were a race apart Review of Reviews & Household Magazine... 10,834 ETH 
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almost infallible in their judgment Scribner's ............- 5,472 6,079 | McCall’s ....0....s00c. 8,642 29;784 
and far above the common herd.” : Noedlecrate epezosseres vite pit 
Total Group......... 46,820 34,877| Barents’ Magazine..... 1,933 
‘ Pictorial Review....... 2 26,843 11,307 
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Chicago, Sept. 14.—Correction of Bankers did nothing publicly to ee ee 27,069 16,274|Woman’s Home Com- . 
false impressions about banks and/|destroy this false impression, Mr. American Boy......... 10,210 3,891 ID ie ask on ie do 8 47,854 33,030 
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most important function of bank ad- 
vertising, he asserted. 

“There used to be a general feeling 
that, since finance touched every life 
and every major activity of life, the 
public could not get along without 
banks and financial houses,” Mr. 
Lyon said. “There was the belief a 


number of years ago that the public 


banking during boom times, but who 
drop out when business falls off, leav- 
ing the trained, experienced finan- 
ciers to repair whatever damage has 
been done. 

Other objectives which bank adver- 
tising must seek in the future are 
projection into the public mind of 
the personality and ideals of the in- 


this week 


Fred W. Mathison, president, Chi- 
cago Financial Advertisers, which 
played host to the national group 


Mr. Lyon concluded. 


dividual bank, and giving the public 
a more accurate knowledge of the 
“products” which a bank has to offer, 


THE NATION “ 


Up MONTULY 


ai 


| 
| 
i 


ae a 


CC aredta’s t 


ADVERTISING OFFICE 
AT TORONTO, ONT. 


PUBLICATION OFFICE 
AT WINNIPEG, MAN. 


ST. JOHN, N. 8. 


MONTREAL, QUE. TORONTO, ONT. 


THE NATIONAL 


“HOME MOVILY 


THE MONTHLY 
IS NATIONAL IN SPIRIT, IN CIRCULATION AND 


Now.--IN NAME 


Twelve months ago, announcement was made that “The Monthly 


Goes National,” guaranteeing in 
national circulation of all 


one year’s time the greatest 
Canadian Magazines— 


180,000 COPIES PER ISSUE 


A.B.C. GUA 
During the 32 years The Western 


RANTEED 
Home Monthly had served the 


Canadian west, it developed there, by sheer outstanding merit as 
a magazine. 


THE LARGEST PER CAPITA COVERAGE 
OF ANY MAGAZINE ANYWHERE 


It was almost a foregone conclusion, therefore, that magazine 
readers in Eastern Canada would give the magazine a hearty 


welcome. 


Its contents and viewpoint had always been fully 


national, and no changes were necessary in presenting The West- 
ern Home Monthly to readers east of the Great Lakes. 


WHAT HA 


PPENED? 


No sooner was the Monthly introduced than magazine readers in 


Ontario, Quebec, the Maritimes—yes, and 


to its lists. 


Newfoundland—flocked 


An interim guarantee of 145,000 by April, 1932, was 


passed by 10,000 and the final objective—180,000 guaranteed for 


October, 1932, is reached in September. 


With the new year 


And the end is not yet. 


MORE THAN 200,000 HOMES 


will be receiving the magazine regularly. 


This is a Phenomenal Increase, 


Never Before Approached. 


It Stands for All Time as a Record of Reader Acceptance. 


And now, as the final episode in this, the most popular move in 
Canadian magazine history, The Western Home Monhtly, always 
National in spirit and outlook—with its National circulation pro- 
gram achieved—becomes “National” in name, and beginning with 
the October issue it’s title will be 


THE NATIONAL 


CIRCULATION OFFICES AT 


WINNIPEG, MAN. 


HOME MONTE 


“CANADA'S GREATEST MAGAZINE” 


VANCOUVER, B. C. 


Sears Bank Book 
Good As Cash at 
Chicago Stores 


Chicago, Sept. 15.—A new idea in 
banking and merchandising will be 
inaugurated by the six Sears retail 
stores in the Chicago area Monday, 
when depositors in Sears Community 
State Bank, an affiliate of the com- 
pany, will be enabled to make pur- 
chases in all retail stores and have 
the cost deducted from their bank 
balances. 

Thus shoppers need carry no 
money with them, the cost of their 
purchases being deducted from their 
bank balances upon presentation of 
their pass-book. 

In order to safeguard depositors, 
the bank has made arrangements to 
photograph savings depositors, their 
signatures and other identifying 
data. 

Although the new plan was an- 
nounced on the eve of the nation- 
wide Sears retail anniversary sale, 
it has no connection with this event, 
being governed entirely by local con- 
ditions. 


Animated Displays 
Opens Sales Offices 


Animated Advertising Displays, 
Detroit, has established sales repre- 
sentation in five cities. William L. 
Pressey, formerly vice-president, 
Photo Plating Co. and president, 
Chicago Display Co., is in charge of 
Chicago territory; Irving Siverstein, 
former sales manager, Packer Co., 
Cleveland, is in charge in New York. 

Other appointments are: M. G. An- 
derson, at one time sales engineer, 
Palmer-Bee Co., Detroit, for Los An- 
geles; Ralph C. Horn, formerly ac- 
count executive, Walker & Co., De- 
troit, Cincinnati; and Henry B. Grei- 
sen, formerly with Whitehead & 
Hoag, Milwaukee. 


New Agency Becomes 
Phelps, Engel & Phelps 


Following admittance of Frank L. 
Engel to partnership, Norman J. 
Phelps has changed the name of his 
agency to Phelps, Engel & Phelps. 
His father is the third principal. 

Headquarters are at 700 N. Michi- 
gan avenue, Chicago. 


Start Advertising of 
85-year Old Product 


Churchill-Hall, New York, has been 
appointed to handle initial advertis- 
ing of Barker Hirsutus, hair tonic, 
for 85 years a non-advertiser. 

Newspapers in key cities are being 
used. 


Agency Gets Three 


Accounts of Grand Union Co., New 
York, retail food stores; Hammond 
Paint and Chemical Co., Beacon, N. 
Y.; and New Health Foods Co., New 
York, ice cream bars, have been 
placed with Hampton, Weeks & Mars- 
ton, New York. 


Agarlux Has Agency 


Advertising of Ernest A. Lux & 
Co., New York, Agarlux chocolate 
mineral oil, has been placed with 


Reimers, Whitehill & Sherman, New 


‘GIVE US HAMLET 
INSTEAD OF SEX’ 
SAY EXHIBITORS 


New York, Sept. 15.—The motion 
picture which places major emphasis 
on the sex theme is not nearly so 
popular among motion picture thea- 
ter owners and exhibitors as it is 
among producers, a recent study of 
the picture preferences of exhibitors 
by Motion Picture Herald reveals. 

“Out of all suggestions for motion 
picture story material made by 
American exhibitors, the ‘sexiest’ is 
William Shakespeare’s ‘Hamlet,’” 
the publication reports in its current 
issue. “Analysis shows that the ex- 
hibitors want pictures exploiting the 
variety of emotions common to all of 
us and experienced daily in the nor- 
mal pursuit of life.” 

Exhibitors not only desire fewer 
pictures based on “the sheer biologi- 
cal urge” but they want more action 
pictures built around strong or pic- 
turesque characters, and more 
“homey” films. One exhibitor said: 


Remove the Nude Women 


“I would be delighted to see the 
filth cut out of pictures, as was prom- 
ised by Will Hays—the drunkenness, 
the bedroom and bath scenes of nude 
women and the illicit love of some 
other men’s wives. There never was 
a stronger demand than now to clean 
up the screen. No wonder the small 
town theaters are going broke.” 

Others asked for “less slow love 
dramas and _  wild-eyed women;” 
“more homespun yarns;” “pictures 
with a musical background.” 

Some of the books which exhibi- 
tors would like to have produced in 
movies include “Pollyanna,” “David 
Copperfield,” the “Cappy Ricks” 
series of Peter Kyne, “Pilgrim's 
Progress,” Tarzan stories, “Ivanhoe,” 
Maine woods stories of Herman 
Whitaker, “The Gold Bug,” ‘“Wines- 
burg, Ohio,” and Zane Grey’s stories. 

Among the plays which exhibitors 
would like to see in the movies are 
“Uncle Tom’s Cabin,” “Mourning Be 
comes Electra,” “Berkeley Square,” 
“The Jest,” and “Green Pastures.” 
Musicals included “Blossom Time,” 
“Merry Widow,” “The Band Wagon,” 
and “Little Jesse James.” 


Miss Fisk Resigns 


Lucille B. Fisk, former president 
of the Women’s Advertising Club of 
Chicago, has resigned from Americal 


Home Magazine Publishers, mail 
order group. 
Introduce “Snappies” 


Snappies, Inc., World Bldg., Tulsa, 
has been formed to manufacture 4 
new type garter fastener for use 02 
women’s undergarments. 


Purchase Weekly 


Richard Elam and associates havé 
purchased Maud (Okla.) Bi-County 
Press, and will consolidate it with 


York. 


Daily Enterprise. 


ang Se 
; Aig 7 a ae 
ee ee lens 
PN en) oe 
oo hur 
24 eae al 
and 
ne & Gre 
oa ene thei 
Bas We 
Sg ROME & skil 
«SERN ie tg pro 
AOE fee . 
ee ap 
MMe ce sae arr 
Po con 
a suc 
at ae tive 
Ce . : _ con 
aoe aa | — tall 
er 
es | sis 
Bee ca } 
sueeremas i | mu 
eye ens s) ——————S_ SSE 
is aS h pos 
oes {3 | 
se : eitl 
ee | sur 
ba ce | | c 
aed Peta ; a FT A Te ae sup 
a sha 
E 4 all 
; NY mend pro 
ae iS RS al 
S = pol 
7 ~)) a §s 
Heme ee we twe 
Le eae :. x, for 
«Ss ae ree 
Liye tier lim 
st ea 
sees pri 
iret oo ae 
Bow cit me 
he eee : val 
_ _ qui 
pro 
pare 7 
nc? tg ean 
2 eee 
ae 
ee thr 
ste ea the 
nists siiade Bi = 15- 
Po the 
siesta cS the 
poor as str 
“ me eas , . = i 
a me 
Sarg) see | int 
=  @ | 
Sgeaentiege 7 in 
Na oan i ; 
Te |; i ae mi 
sige Ee i a oe xy 
; re | e cas 
ib ze. | f Pu | no 
& ‘ 
¢ | : 1 hs ri | mo 
. > 4 ’ | an 
: + * | ( 
esis vagina a | a. 30 ee a 
is eins | ___—//e.......... bre 
PS ee 
BEE retest Maus mu 
: i of 
tee a to 
aos = ‘ 
ae eff 
a: ee ee ; 
Sana SS os 
tas a “ 
a OO —pe es 
We cae Pe 
sao alae for 
ee de 
i ah , 
a pur ad 
Se 
ae 
is C 
| P| —————F , 
‘ Cas 
Ch 
Tel 
ch: 
ianniiiaproness ho 
’ 
Pe ps 
er 
pi a £0 
Pe - 
‘ rig 
| lic 
tai 
, 
é int 
Be ce Fr 
ee PO —— ™ 
a 
ee a , 
: a | we 
Pe fac 
ee fits ae Pe ok Sas pelea : : A 
ee gain lale eet a a7 oa 7 Se en ene y = eS ae ae 2 : 3 : ches Nets coe a 
i ee Bee er eae rere , oe ee Pat Neots Rae co tee cae ek Sco. Re een Sree. Yeats) en 
uN: | tabNes st) 560.8.) 5 * ee: Ex ee gee ki eas ho ge ks eae Sa te! ao a op? Ce RM 2 [ea oe aes . : E 
a fa ; : ia ioe ae as Res) ia ‘ Re to oie Ra BE Ec ates Baits thc ve eae eee ii Age eae co ee Be Ky) coe in co ee eee ey ge qj foie ite Ader Ripa! 
vaniee. “S daa aoe So aaa : ae etc Be be es rae Bee So pera pane eos BE rail oes Samoan Oy : ae: Va areas Art “0 ten as ae a rs abt cick emer es Shea en es Peo ee pee pees ek tee i 
Ba ee ie. eS is aah oe. a ies an is J = cee a PPR ween aerer 5 ghia is a ne tie ed "oe giatiaas Bs a oe ‘Al j ey Swick Ss ak aes eed ea: ee yh < CASE ee ae oa oe Sapa ee abe Bi 
; ees ee Sy. ee eee yea eA ce . TS ibe Seer cher to 8 Cae Ph 9 20 Sees Ot |S Cneeee Ore eres Bea ye an 2 ae A ee SAM veep”. aus ie a ge ys SORE UN Lee ae teeta. AM Pye nr mae i ae bid at it Riviere tae) 
gta be a re ra pte fire ED meas A, pees Pee eas 43 ASM eos ; spe a hoe ee ee Bete ty i ee Se eee ee a = ee mee : Ripe Ne oes ie ees Sie anh 
eee ee ee A see eee oes arae Eee ab a Pete Geer: i 5S Ve ee aan pete : GoW a peentea Nare Maiede meres OS fet ce ae CRAIN Sah ae Te, Rear : A te eden hn ks te ee Same Lyne 
a 7 we, Se oes i a. a ae Mert a ¢3 vee oars Joes see Sage Fas arr eA OF aah, oie merci es aa Sok cae Oe reer oo ee ee Rat wie en Bee es he lok ae aes ote “tye nag 0" y ar r 
=a) oy ae ee et Ree" Seale Pa ae mie cic ag (2 2. Se en eae Ra gs er eee ee coo ee ee 
* " Fase Th Sea aa SS See ae Rp gE a eS ere ee ray Meats ke Os ee a nn ot 
ia ,: a wis oy mente (ons ts, NO ia ON ae 


Nelo OC M-IS te 


4 


September 17, 1932 


— 


ADVERTISING AGE 


CBS TO ALLOW 
PRICE MENTION 
IN BROADCASTS 


(Continued from Page 1) 


length, and ingenious blending or 
humorous contrast with the program 
and personalities of entertainers. 
Great credit is due advertisers and 
their agencies for the rapid and 
skillful development of these im- 
provements in radio advertising. 

“As further strategy, we are pro- 
posing that advertisers by mutual 
arrangement avoid the conflict of 
commercial continuities in direct 
succession. Regardless of the rela- 
tive degree of compatibility or in- 
compatibility of two different sales 
talks in direct juxtaposition, empha- 
sis is reduced, some effectiveness 
must be lost, and the listener is ex- 
posed to double the sales talk that 
either advertiser would consider a 
surfeit on his own program.” 

Clarifying these regulations, a 
supplementary CBS statement said: 

“The number of price mentions 
shall be construed to mean any or 
all price mentions of one or more 
products on any program. Thus, on 
a 15-minute program, on which this 
policy permits two price mentions, 
a single price mention for each of 
two products or two price mentions 
for a single product constitute the 
limit defined. ‘ 

“No competitive or comparative 
prices are to be broadcast. This is 
meant to proscribe equally (a) any 
monetary quotation of an alleged 
value in relation to price; (b) any 
quotation of prices of competing 
products. 


Applies to Direct Selling 


“The limitations of 144 minutes, 
three minutes, and six minutes, on 
the length of the “sales talk” on 
15-minute, 30-minute, and 1-hour pro- 
grams respectively (10 per cent of 
the program time), shall be con- 
strued as applying to the direct sell- 
ing message, and not to the mere 
mention of the advertiser’s name at 
intervals during the program. 

“Although the limitation on the 
amount of sales talk has been stated 
in terms of time—1% minutes, three 
minutes, ete.—the Columbia Broad- 
casting System recommends that in 
no case shall the sales talk exceed 
more than 150 words per minute, 
and the Columbia Broadcasting Sys- 
tem reserves the right to decline to 
broadcast sales talks which, to be 
compressed within these time limits, 
must be delivered at a higher rate 
of words per minute than it deems 
to be acceptable to the audience or 
effective for the advertiser. 

“The Columbia Broadcasting Sys- 
tem specifically reserves the right to 
decline to broadcast any price men- 
tions falling within the limits of the 
foregoing proscriptions, but which it 
deems to be contrary to the best 
interests of the public and of the 
advertiser.” 


Charge School Board 
Competes with Dealers 


Charging competition from Chi- 
cago schools, Associated Retailers of 
Chicago have started a campaign to 
remove restrictions preventing school 
children leaving schools during lunch 
hours. 

The dealers allege that the schools 
sell not only food, but books, station- 
ery, electrical appliances, sporting 
800ds and gymnasium equipment. A 
suit will be started to determine the 
right of public officials to spend pub- 
lic funds for wares to retail, the re- 
tailers said. 


Moebus Is Publisher 


W. H. Moebus has purchased an 
interest in Pacific Dairy Review, San 

ancisco, and is serving as pub- 
lisher. 


Henderson Moves Plant 


Henderson Tire & Rubber Co., for- 
merly of Columbus, O., has moved its 
factory to Tulsa, Okla. 


“Country Home,” “Elks,” 
“Baliyhoo” Cut Rates 


Country Home, New York, has an- 
nounced a reduction in rates from $7 
a line and $3,000 a page to $6.30 a 
line and $2,700 a page, effective with 
the November issue. 

Rates for Ballyhoo, New York, 
have been cut from $3.75 a line and 
$1,500 a page to $3 and $1,200. Cir- 
culation guarantee has dropped from 
500,000 to 400,000. 

Elks Magazine, New York, has 
changed its line rate from $4.70 to 
$3.75, and its page rate from $2,000 
to $1,600. 


Weil Goes to Agency 
Harold D. Weil, for four years ad- 
vertising manager of Wilson & Ben- 
nett Mfg. Co., Chicago, has joined 


Women Decide 


On New Camay 
Soap Wrapper 


Cincinnati, Sept. 15—A new “sell- 
on-sight” wrapper has been developed 
by Procter & Gamble for Camay soap 
following its selection in tests by al- 
most 20,000 women in 25 cities 
throughout the country. 

When a change in the Camay 
wrapper was decided upon, 140 de- 
signs were submitted, of which 63 
were chosen by the company to be 
shown to women. These were then 


McCormick-Armstrong Co., Wichita.| Placed in sets of six, each set con- 


taining five new designs and the old 
one. 

Interviews developed the fact that 
women generally paid much atten- 
tion to color, but little to design. 
Green and orchid seemed to have the 
greatest appeal. 

After narrowing the field down to 
two designs, both of which were pro- 
duced in the most popular color 
scheme, the two were placed together 
in displays in grocery stores. The 
wrapper finally selected is done in 
green with one streak of yellow, a 
cameo head with the word “Camay” 
in it at the top, and the words, “The 
soap for beautiful women” in the 
yellow band across the bottom. Cel- 
lophane wrapping was used. 

Officials reported sales increases 


averaging 67 per cent for the new 
wrapper, with the smallest increase 
15 per cent, and the largest 92 per 
cent. 


Seth Thomas Runs 
20-page Advertisement 


The September issue of National 
Jeweler, Chicago, carried a 20-page 
advertisement for Seth Thomas 
Clock Co. The first three pages were 
signed by the company, each of the 
other 17 carrying the signature of a 
different distributor. 

This is said to be the largest single 
clock advertisement ever run. 


Brettelle to Whitaker 


Horace G. Brettelle has joined 
Whitaker Paper Co., Detroit, as sales 
promotion manager. 


“DUT my husband wants—” that’s 

the shadow between salesman and 
sale. Until husband and wife think alike, 
the bank holds the money. 


Car buying is a good example. The wife 
may seem to decide, for she does most of 
the exclaiming. But behind her is the 
shadow of her husband, peering under the 
hood, trying to chisel the price or wanting 
to “think it over,” ready at any moment 
to kill the sale if his enthusiasm does not 
coincide with hers. 


Cars aren’t sold in the showroom—they 
are sold back home in the living-room. 
Months of eager planning precede the 
down-payment. And when she wants one 
car and he wants another, the sale is more 
than likely to hang fire. 


Instead of having her get automobile 
ideas from one magazine, and him from 
another, how much better for them both 
to learn about one car from a magazine 
they both like to read. 


That isn’t theory. It has been demon- 
strated over and over again that a Family 
Group magazine is a powerful influence in 
bringing the whole family to a common 
understanding, conviction and desire for 
any product related to the happiness and 
comfort of all. 


Redbook is a Family Group magazine. 
It offers the universal appeal of great fic- 
tion. It is read by men and women— 
young and old—in almost exactly equal 
numbers. Every thousand copies, by an 
actual count, are read by 1480 women and 
1420 men. And get this big point—Red- 
book carries your message to both sexes 
for 30% less than it costs to reach one 
sex alone through other media! 


Sell the family and you sell all. Redbook 
Magazine, 230 Park Ave., New York City. 


YES ...1 LOVE THE 
UPHOLSTERY 


but my husband wants more power 


THE SHADOW OF A MAN 


STANDS BEHIND 
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ADVERTISING AGE 


September 17, 1932 


Three Have Color Rate 


Atlanta Journal, Cincinnati Post 
and Columbus (O.) Citizen have an- 
nounced an extra charge of 25 per 
cent for black and one color. 


Hanlon Earns Promotion 


Walter Hanlon, for three years 
eastern advertising manager of True 
Story Magazine, has been appointed 
sales promotion manager. 


B. M. Atkins Joins Agency 

B. M. Atkins, formerly of Hart- 
ford, Conn., has joined Smith, Stur- 
gis & Moore, New York, as account 
executive. 


Form Radio Service 
A. R. Evans and C. F. Goodman 
have formed Radiocasters, Ltd., Van- 
couver, B. C., to handle radio adver- 
tising. 


LOOKING 


AROUND? 


F you are seeking every 

possible advantage during 
this post-depression period, 
include us in your investiga- 
tion of new sources of sup- 
ply. Place your photo-engrav- 
ing business where you can 
place your confidence, today 
—and tomorrow. We have 
faithfully served a host of na- 
tional advertisers for more 


than thirty years. 


Jahn & Olllier Engraving Co. 

Telephone MONroe 7O8O 

817 W.Washington Bouleverd 
ewtea es 


—‘“the production man 
just signed up a new 


account...” 


@ You can’t tell what’s what or who’s 
who these days. With the President’s 
sleeves rolled up ’way past his vaccination, 
and the office boy taking on the respon- 
sibility of an Irish track foreman, it’s 
pretty hard to pick out a labeled door 
and say, “There sits the production man.” 


@ The fellow who sees things through 
may be an officer of the company or a 
youngster with no frosting at all on his 
door pane. 

@ But whether he’s taxi-ing out to sign 
up a new account, or dogtrotting over 
to the printers with a bundle of plates, 
there’s a production man in every agency, 
you can bank on that. ‘ 

@ And because they must rely on others 
to help them serve the accounts ably and 
promptly, production-men-on-their-toes 
call to their aid craftsmen who’ll accept 
responsibility and deliver the goods. 

@ That’s why many production men have 
picked Pittsford and consider him part 
of their own organizations. 


* 
BEN C. PITTSFORD CO. 


A dvertising 
Typographers 


605 South Clark Street - Chicago 


FINANCIAL MEN 
PLAN REBIRTH 
OF BANK COPY 


(Continued from Page 1) 


tional relations; and fourth, lack of 
confidence.” 

A firm optimism was apparent at 
the meetings. It was predicted by 
many delegates that appropriations 
for financial advertising would show 
an immediate increase, which would 
be continued through next year. A 
definite trend in favor of copy that 
will be both frank and understand- 
able to the average man and woman 
was in evidence. 

The F. A. A. convention opened 
with C. H. McMahon of Detroit pre- 
siding. He introduced George W. 
Rossetter, president of the Chicago 
Association of Commerce, who wel- 
comed the delegates and suggested 
that the bankers, in their advertis- 
ing, aid general business by showing 
the need of lower taxes, more econ- 
omy in government, and less govern- 
ment in business. 

In the president’s message Mr. 
McMahon said, “No bank is any 
stronger than the public thinks it is. 
The faith of depositors in these try- 
ing times can be maintained through 
honest and sincere advertising. 

“During the next year, I firmly be- 
lieve, there will be an expansion in 
financial advertising out of all pro- 
portion to the contraction that has 
taken place since 1929,” he predicted. 

Next came Col. Frank Knox,-pub- 
lisher of the Chicago Daily News, 
with his hard-hitting address, “Has 
the Banker Lost His Fight?” which 
is reported elsewhere in this issue. 


“Use Words of One Syllable” 


James L. Walsh, executive vice 
president, Guardian Detroit Union 
Group, gave one of the most compre- 
hensive talks of the meeting. “In 
tackling our real job today,” he said, 
“we can use to advantage ways and 
means developed in commercial ad- 
vertising. We must reduce our eco- 
nomic maxims to parables in words 
of one syllable. 

“We must employ the most con- 
vincing illustrations, the most 
graphic similes. We must drive 
home, without any possibility of 
misunderstanding, the fundamentals 
of economics to which we must re- 
turn as a condition precedent to 
complete recovery,” Mr. Walsh said. 

At the exhibit luncheon Henry L. 
Parker, Detroit Savings Bank, 
pointed out that a prime function of 
the F. A. A. is to act as a clearing 
house for the exchange of ideas and 
results in advertising campaigns. 
The work of many members in pre- 
paring the large exhibit of advertis- 
ing copy for display at the Congress 
Hotel resulted in one of the most 
useful and interesting events of the 
convention. 

In a double-barreled discussion, 
R. L. Stone, vice president, First 
Wisconsin National Bank, Milwau- 
kee, spoke on “What the Advertising 
Man Should Know About Banking,” 
and he was answered by Wirt 
Wright, president, State Bank & 
Trust Co., Evanston, Ill., on “What 
the Banker Should Know About Ad- 
vertising.’ The answer was “every- 
thing.” 


Must Restore Confidence 


Allard Smith, executive vice-presi- 
dent, Union Trust Co., Cleveland, 
said that banks must start immedi- 
ately on a persistent campaign of 
educational advertising to restore 
public confidence. “Last minute ad- 
vertising is an attempt to lock the 
stable after the horse is gone,” he 
declared. 

Jacob Kushner, United States 
Trust Co., Paterson, N. J., won the 
prize contest for the best three-min- 
ute talk on “How I’m Meeting Pres- 
ent Conditions.” 

“As the largest commercial bank 
in our city, we realized that the re- 


sponsibility of leadership fell on us. 


GATHER AT FINANCIAL MEETING 


sions in Chicago. Seated are H. A. 
new 


This group of prominent financial advertisers was snapped between ses- 


Lyon, Bankers’ Trust Co., New York, 


resident, and Charles H. McMahon, Detroit, retiring president. 
Standing are Preston Reed, F. A. A. executive secretary; Carl A. Gode, 
Continental Illinois Bank & Trust Co., Chicago; Guy Cooke, First National 
Bank, Chicago; |. I. Sperling, Cleveland Trust Co., general program chair- 
man; and Edward A. Hintz, Chicago, re-elected treasurer. 


Together with the other large banks, 
we entered into an agreement to help 
any local bank in distress,” Mr. 
Kushner said. 

“In two cases, the group helped 
with a guarantee of deposits. We 
increased our newspaper advertising 
and we received splendid co-opera- 
tion from the papers. All our 16 
banks, 35 building and loan associa- 
tions, and six bond and mortgage 
companies still are open and doing 
business.” 

Peter Michelson, manager of ad- 
vertising and publicity, Bank of 
America, San Francisco, spoke on 
“Advertising Our Way Out of the De- 
pression,” and H. A. Lyon, advertis- 
ing manager, Bankers Trust Co., 
New York, on “Why Advertise at 
All?” Their speeches are reported 
elsewhere. 


Entertainment Features 


On the entertainment end of the 
program was the annual golf tour- 
nament at Olympia Fields, for which 
nearly 100 members of the F. A. A. 
turned out. H. L. Parker won the 
president’s cup with a score of 87. 
R. D. Cameron won first low gross 
with a 77. Second place went to R. 
T. Porter with an 81, and third place 
to C. H. Crennan with an 84. 

H. F. Philbin took first low net; 
J. H. McCuan and R. H. Booth, Jr., 
tied for second, and H. E. Choate 
was fourth. 

In match play against par, Carl 
Schiffner and Reuben Lewis finished 
two up and tied for first place. A. 
G. Maxwell and S. R. Hoye followed 
with one up. 

After the golf tournament, the F. 
A. A. delegates were entertained by 
the Chicago newspaper financial rep- 


resentatives at a cabaret supper 
dance. 
Buy Hood Rubber Co. 


From B. F. Goodrich 


Arthur B. Newhall and principal 
executives of Hood Rubber Co., 
Watertown, Mass., have purchased 
control of the company’s common 
stock from B. F. Goodrich Co. 

Directors of the company now are 
Mr. Newhall, who becomes president; 
Raymond H. Blanchard, vice-presi- 
dent; Alden C. Brett, secretary; 
James D. Tew, president, and Shelby 
M. Jett, secretary of B. F. Goodrich 
Co. 


Two for Erwin, Wasey 


G. B. R. Smith Milling Co., Sher- 
man, Tex., has placed its advertising 
with Erwin, Wasey & Co., Minne- 
apolis. Nada-Mas Laboratories, St. 
Paul, hair color restorers, has also 
named this agency. 


Hoffman on Committee 


Harry G. Hoffman, manager, 
United States Advertising Corp., and 
president, Milwaukee Advertising 
Club, has been named chairman of 
the publicity committee for Wiscon- 


sin Products Week, starting Sept. 25. 


Financial Men 
Exhibit ‘‘Copy 
That Flopped’’ 


Chicago, Sept. 14—One_ small 
panel in the large exhibit room at 
the convention of the Financial Ad- 
vertisers Association in the Congress 
Hotel this week was scrutinized with 
keen interest and gentle smiles by 
members. It carried the heading: 
“Financial Advertising That Missed 
the Mark—Specimens That in One 
Way or Another ‘Flopped.’” 

Six advertisements were shown on 
the panel, accompanied by written 
comments by the authors as to why 
each piece of copy missed fire. 
Henry L. Parker of the Detroit Sav- 
ings Bank, chairman of the F. A. A. 
exhibit committee, said that he 
hoped the “flopped” exhibit would 
grow in size at future conventions 
because the members found it very 
helpful. 

At the top of the panel was a large 
calendar of the Union Trust Co. of 
Cleveland, illustrated by a close-up 
photograph of machinery and headed: 
“Not too small for the biggest busi- 
ness—not too big for the smallest 
business.” 

The comment beside the calendar 
said: 

“In 1930 the Union Trust Co. of 
Cleveland was doing considerable 
commercial banking advertising. We 
decided to emphasize the commercial 
banking theme in our calendar— 
which was given out at customers’ 
requests in all of our offices. As we 
had 21 neighborhood offices, we used 
a copy theme which would appeal to 
small businesses as well as large 
ones. 

Object to Industrial Photo 


“For illustration we used a re- 
markable industrial study done by 
Margaret Bourke-White. December 
came along and the calendars were 
placed in all our offices for distribu- 
tion. Immediately the complaints 
began to come in. 

“We learned that people want cal- 
endars for their homes. They hang 
them in the dining room or kitchen. 
They don’t want to be reminded of 
business while they’re eating supper. 
They don’t want to be shown ma- 
chinery—many of them work in fac- 
tories all day. They want to get 
away from the very thought of ma- 
chinery, at home. What they want 
in a calendar is something far re- 
moved from every day reality— 
something they can dream about— 
something which will suggest to 
them escape from the monotony of 
daily existence—something which 
has no flavor of business whatsoever. 

“On our next calendar we repro- 
duced a water-color of an old-time 
scene in a tiny country town, with 


elm trees hanging low over the coun- 


— 
——— 


try store, sunlight filtering through 
the leaves, horse and buggy at the 
hitching-post, town loafer or two, 
and children picking posies.” 
Another specimen in the “flopped” 
exhibit was an advertisement by the 
Hibernia Bank & Trust Co. of New 
Orleans. It was headed: “Turn Back, 
O Time... . !” There was no illus. 
tration and the copy was brief: 


Error in Bible Reference 


“The Bible says that Gideon caused 
the Sun and Moon to stand still, 
None of us can do what he did—but 
we can do something similar, we can 
call back 15 days that have already 
passed and set them to work earn. 
ing money for us. Savings deposits 
made on or before July 15 earn in. 
terest from July 1st. Open your ac. 
count or deposit your Savings to 
day.” 

Fred W. Ellsworth, vice-president 
of the bank, said the advertisement 
is a good example of the bone-head 
type, as it commits the unpardon- 
able sin of making a glaring error 
in attempting to use a Bible refer. 
ence. 

More than 700 examples of recent 

financial advertising were displayed 
in the exhibit room at the conven- 
tion, most of it in black and white, 
though an increase in the use of 
color was noted. 
An historical exhibit was included. 
One of the earliest bank statements 
published as an advertisement was 
that of the First National Bank of 
Chicago in 1863. This bank later 
published the first full-page news- 
paper financial advertisement; it was 
on the occasion of its 50th anniver- 
sary in 1913. 

The Cleveland Trust Co. displayed 
an advertisement published in 1896 
containing an explainable bank state- 
ment, which was said to be the first 
of its kind. 


Geyer Heads Committee 


B. B. Geyer, president of Geyer 
Co., Dayton, has been appointed 
chairman of the greater Dayton area 
industrial rehabilitation committee 
under the employment drive spon- 
sored by the Government. 


THE architect is eye-minded. 
Fundamentally the creative 
architect is concerned with style 
and design, and it is with style 
and design that ARCHITEC- 
TURE is chiefly concerned. 


ARCHITECTURE 


Leading Professional Architectural Journat 
597 FirtH AVENUE New York 


new 
money! 


© 
Iowa sells 12,000,000 hogs 
annually. The recent price 
rise of 47% for hogs gives 
Iowans a tremendous N 
SPENDABLE INCOME! 
Reach it through the state 
wide circulation of The 


@ Des Moines 
Register and Tribune 


245,241 Daily 


— | 


THE NEWEST NOVELTY 


Chewing Gum .. . pri- 
vately labeled. Yes, and 
it is proving very effec- 
tive, too. Your name of 
advertisement appears 
on every __ stick 
wrapper. Made of the 
highest quality chewing gum, this new 
advertising medium is wonderful fot 
creating good will. You can supp 
your salesmen at very little cost. 

for particulars. 


INITIAL GUM CO. 
P. O. Box 33 ROCHESTER, N. Y- 
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RID YOURSELF 
OF ‘DIGNITY’ 
FAL ALIS TOLD 


Michelson Reviews Success- 
ful 1932 Campaign 


Chicago, Sept. 15.—“The word ‘dig- 
nity’ has been the lodestone on the 
back of banks and bank advertising 
for more than a quarter century,” 
Peter Michelson, advertising and 
publicity manager, Bank of America 
National Trust and Savings Assn., 
San Francisco, told the Financial 
Advertising Association this morning. 

“The skeleton of many a  bril- 
liantly conceived campaign lies 
whitening along the long, long road 
that leads to present day advertising 
achievements—the victims of this 
aged and malicious public enemy,” 
he said. 


Mr. Michelson gave major credit 
for the success of a campaign which 
gained $51,000,000 in deposits and 
163,853 new depositors for Bank of 
America this year to disregard for 
this ancient bugaboo of financial ad- 
vertising. “The copy was written for 
6,000,000 Californians, and not to 
please a board of directors,” he said. 


Tempering the severity of depres- 
sions by timely measures of pre- 
paredness and shortening their dura- 
tion by building up public morale in 
times of stress is the most important 
task which advertising now faces, 
Mr. Michelson declared. : 


Much Opposition Developed 


To many, the campaign which 
probably set an all-time record for 
effectiveness in the financial field, 
and undoubtedly ranks among the 
most important depression-beating 
campaigns of the year, appeared dar- 
ing and novel to the point of danger, 
arousing considerable opposition 
among the bank’s more conservative 
counsellors. The opposition was 
stronger because the campaign was 
proposed at a time when it was not 
popular to be optimistic, Mr. Michel- 
son asserted. 

“As a matter of fact, it was neither 
daring nor novel, except that for the 
first time a private institution—par- 
ticularly a bank—applied to its own 
advertising problem the methods 
brought to their highest type of de- 
velopment by the United States Gov- 
ernment during the World War. 

“In it were all the elements of a 
popular patriotic drive. It counseled 
people to forget their fears, it urged 
them to return to normal habits of 
living, it sought to rekindle the old 
spirit of confidence, courage and 
common sense. It was educational. 
It taught vital fundamentals of eco- 
nomics in simple language. 

“The entire campaign had a mar- 
tial tempo, expressed in stirring 
radio music, encouraging radio talks, 
striking billboards, colorful car 
cards, pictorial lobby posters, and 
spirited newspaper advertisements.” 

Much of the success of the cam- 
Paign must be attributed to the 
broad spirit in which it was planned, 
Mr. Michelson believes, the theme of 
the entire campaign, “California Can 
Lead the Nation to a Sound Pros- 
Derity,” finding willing  echos 
amongst newspapers, civic bodies 
and governmental agencies. 


15,000 Merchants Help 


“The characteristic figure of the 
California miner leading Uncle Sam 
became the symbol of a state-wide 
movement, sponsored by the Gover- 
nor and endorsed by over 200 civic 
bodies,’ Mr. Michelson explained. 
“More than 15,000 merchants gladly 
displayed a colorful window poster, 
carrying the message of the Bank of 
America, in every town and hamlet 
in the state. Over 500 newspapers 
joined in the movement and not only 
accepted the material which we sup- 
Dlied them, but a large proportion 


endorsed the campaign in their edi- 
torial columns. In 92 days the news- 
papers of California gave 96,000 
inches of space to a discussion of 
the movement. 

“This public opinion culminated in 
a Back to Good Times Day set aside 
through proclamation of the gover- 
nor and exemplified by luncheons on 
that day. In schools all over the 
state student bodies gathered in 
their auditoriums to hear the inspir- 
ing program emanating from San 
Francisco and Los Angeles.” 

Mr. Michelson said that the Bank 
of America spent $201,000 for its 
three-month advertising campaign 
which was launched on April 16. 
This appropriation was divided as 
follows: 85 percent to newspapers; 
5 percent, radio; 4 percent, billboard; 
6 percent, direct mail. He pointed 
out that the $201,000 campaign was 
$80,000 more than the bank’s average 
appropriation for a similar periad. 

State-wide branch banking, en- 
abling Bank of America to set in 
motion the forces of 410 complete 
banks in 243 communities, with 6,000 
employes and more than 200,000 
stockholders, . contributed a _ great 
deal to the success of the campaign, 
Mr. Michelson asserted in urging the 
extension of branch banking on a 
national scale. 


Kelvinator Summer 


Sales Ahead of 1931 


Retail sales of Kelvinator refriger- 
ators during July and August were 
far ahead of the same months last 
year, according to J. S. Sayre, sales 


manager. 
The second annual “Kelvinator 
Derby,” running from July 11 to 


Sept. 3, is credited with causing the 
increase. 


Silver Is Treasurer of 
Arthur Rosenberg Co. 


Charles Silver has been elected a 
director and treasurer of Arthur 
Rosenberg Co., New York agency, 
succeeding the late Joseph Frankfort. 

Advertising of Beau-T-Wave is now 
being handled by this agency. 


Has Vigilance Group 


New Haven, Conn., Advertising 
Club has appointed a vigilance com- 
mittee to draw up a code of adver- 
tising ethics for local merchants, and 
to watch for violations of the code. 
Robert R. Chamberlain is chairman. 


Campaign for Gas 
Glenwood Range Co., Boston Con- 
solidated Gas Co., and 11 other gas 
companies will co-operate in running 
ten full-page advertisements in Bos- 
ton dailies during October, featuring 
gas for cooking. 


Symon Is Promoted 


W. M. Symon, for ten years man- 
ager of the convention bureau of the 
Chamber of Commerce, Kansas City, 
Mo., has been named acting execu- 
tive manager. He succeeds Lou E. 
Holland, who resigned several months 
ago. 


Market New Alloy 


A light aluminum alloy, Nicra- 
luminum, will soon be introduced by 
Nicraluminum Co., Jackson, Mich. 
The alloy is designed for automo- 
biles and for structural use in bus 
bodies and airplanes. 


Cotes Directs Sales 


M. F. Cotes, formerly president of 
Quaker Mfg. Co., Chicago, oil heaters, 
has been appointed sales director of 
the heater division, Motor Wheel 
Corp., Lansing, Mich. 


Use Farm Papers 


Campbell-Sanford Advertising Co., 
Toledo, is placing copy in farm pa- 
pers for Mead’s Medicinal Cod Liver 
Oil Stearine, product of Mead, John- 
son & Co., Evansville, Ind. 


Robertsons Buy Paper 


Frank A. Robertson and his son, 
John P., former owners of Washing- 
ton (N. J.) Star and Stryker Press, 
have re-purchased the paper from 
Herbert Peterson. 


Two Appoint Lavin 
Accounts of W. S. Quinby Co., La 
Tourraine coffee and tea, and Cary 
Maple Sugar Co., have been placed 
with Lavin & Co., Boston. 


Publishers Have Agency 


Brentano’s, Inc., and Alfred H. 
King, Inc., New York publishers, 
have placed their accounts with 
Green-Brodie, Inc., New York. 


Pierce Is Promoted 


F. R. Pierce, formerly household 
sales manager of Frigidaire Corp., 
Dayton, O., has been promoted to 
sales manager. 


Publish “Tune In” 


Wrigley Directories, principal cred- 
itor, has taken over Tune In, weekly 
radio publication. Editorial offices 
have been moved from Victoria to 
Vancouver, B. C. 


Retailers Organize 
to Protect Brands 


The National Association of Cos- 
metic Retailers, New York, a new 
organization, has opened a drive 
against counterfeiting or illegal sub- 
stitution of nationally advertised 
products. 

Members will also interchange in- 
formation relative to slow-moving 
and unwanted merchandise. 


Burns and Daly Shift 


E. J. Burns, of the New York office 
of the Rodney E. Boone organization, 
has been transferred to the San Fran- 
cisco staff, where he succeeds W. J. 
Daly, who replaces him in New York. 


Blue Ribbon Malt 
Changes Networks 


Premier Malt Sales Co., Chicago, 
resumed its Blue Ribbon Malt broad- 
casts this week with its old star, 
Ben Bernie, being featured. The 
Old Maestro is now on the N. B. C., 
instead of the Columbia network, as 
in the past. 

A study revealed that a change 
would benefit certain markets, Mar- 
vin Harms, advertising manager, 
said. 


L. A. Club Moves 


Advertising Club of Los Angeles 
has moved into its new offices in Na- 
tional City Bank Bldg. 


HOW LONG should a 
mans legs be ? 


... and Abraham Lincoln replied: “Just long enough to 
reach the ground.” ... By the same common sense kind 
of reasoning, if he had been asked: “How big should a 
newspaper's circulation be?”, he would no doubt have 
said: “Just big enough to reach the market.” 


is well under way. 


expert. 


than advertising costs. 
yf 


market is treated as 


tention, independent 


as important. 


vg? 


CHICAGO 
Palmolive Building 


PHILADELPHIA 
Record Bldg. 


Copyright, 1932, The Chicage Daily News, Ine. 


DETROIT 
New Center Bldg. 


QUANTITY 


250 Park Ave. NEW YORK 


Business is retrieving its 
losses through the elimina- 
tion of waste. The process 
Noth- 
ing is exempt from the hard, 
sharp pencil of the cost 
And nothing is 
being more intently studied 


The new theory, or rather 
the old theory newly called 
back into service, assumes 
complete coordination of 
sales and advertising effort, 
looking toward the pro- 
gressive consolidation of 
markets one at a _ time. 
And to accomplish this each 
a 
separate and distinct unit 
and receives undivided at- 
of 
other markets perhaps quite 
This means 
that there shall be no over- 
lapping . .. no dabbling 


Under this new order the 
advertiser must differen- 
tiate between trading area 
circulation and _ far-flung, 
outside circulation which 
has no bearing on the task 


NEW YORK 
165 Broadway 


market. One result of this 
enforced concentration has 
been a new approval of 
trading area circulation and 
a nationwide avoidance of 
Scatterville. 
yf 
“How big should a news- 
paper’s circulation ‘be?” 
And ‘the amalgamated ex- 
perience and judgment of 
the advertising world says: 
“Just big enough to reach 
the market.” Pad your 
circulation if you please. 
Put tomorrow’s date on the 
paper you sell today. Use 
every known circulation 
hypodermic—contests and 
what not—to make it bigger, 
put it on stilts if you will— 
and still your paper is only 
worth to the advertiser in 
proportion to what it will 
do in one specific market. 
yf 
The Chicago Daily News 


concentrates its circulation 


with other tasks while rhe A 

Chicago, let us say, hap- 967% inside se — 
ns to be the market trading area. . ba 1g 

aietiitn enough to reach, specifically, 


the Chicago market and no 
bigger. Meaning that when 
you buy space in The Chi- 
cago Daily News you pay 
for what you get and you 
really get what you pay for. 
It dominates because it 
makes its advertisers domi- 


of winning a _ specific nant in the Chicago market. 
THE CHICAGO DAILY NEWS 
CONCENTRATED QUALITY EVENING CIRCULATION 


National Advertising Representatives: GEORGE A. McDEVITT CO. 


SAN FRANCISCO 
Monadnock Bldg. 


Financial Advertising Offices 
CHICAGO 
29 S. LaSalle Street 
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"MARY, WHATKIND MI) tee ce Peso" "CALM YOURSELF. 
OF A HOUSE 1S FR) fe Secs So TS OS oe ye nes | DEAR! ITS MY 
THIS, ANYWAY ? *  wrivacy m* Y a ten iM FAULT. Wee 
HERE IT'S TAKING . ocak tod vomeseces HF ORDER DRANO 
THE WATER f° ee oan ify TODAY, AND 
20 MINUTES yo Rh mr =e ~ 
TO RUN OUT 
OF THIS 
@ @aTHTUS" 


Hellrung & Grimm House Furnishings Co., St. Lo uis, used this “before and after" window to hook up 
with the "Homitosis" campaign launched by St. L ouis “Star & Times," which is waging war on bad 
taste in home furnishings. 


WHITE OWL STAGES PROSPERITY PARADE 
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this page 


keeps them free-flowing 


The unusual layout and art work in these Drano advertisements appear- 
ing in women's magazines gives the advertising the appearance of 
occupying the entire page. To help put across the idea that White Owl Cigars are "sweeping the country at five cents," the Chi- 


cago office of General Cigar Co. organized this parade, which covered more than 40 miles of Chie 
cago streets last week. A full size “white owl" led the march. 


COMIC STRIP VOGUE HITS BUSINESS PAPERS 
Mie 


HOW SrytH and JO X 
the DEPRESSION! 


{ “TH AND JONES WERE IN THE HARDWARE BuSiness. LKED 
i THINGS WERE VERY DULL IN THEIR SMALL TOwN..... 2 eee ae Teer TA Ss 


BEAT BEST EXTERIOR MERCHANDISING SAMPLING CAMPAIGN 


++. YES, THATS A Goop | MAONT THOUGHT OF 
MAYRE 1 we TOOK On A Line 1OEA, BUT HAVE we THAT. —A SERVICE TRUCK. 
ANOTHER MONTH OF ELECTRIC REERIGERATORS, GOT THE money? 17 SPaRe TS -A Coume 
wiTH NO PROBITS WE COVLD MAKE A LITTLE money MEANS QUITE AN OF MEN IN THE REPAIR, 
INVESTMENT. DEPART 


qn 
Men in uniform now delivering bright yellow, red and black Bowlene coupons , 


3 THINGS LOOKED BLACK UNTIL ONE DAY A 
GENBRAL ELEC 


woe conten veo Gummer || Ca ceMeme ©,  =asb.y Ont, mee 
BEALED-im-STEEL MECHANISM.— || Seems To KNOW MUGUT STORE. ThE MARDWARE 
WA TRADE |S BETTER Too! 
Gow Brg, le from door to door. Watch for yours! Tien present it at any store. Buy one 
ogfiann ye 
Sy, = 


INE out of every three electric refrigerators The uninterrupted, dependable pertormame of 
operating in homes today 15 a General Elec. the famous Monutor Top mechanism has creaued 
tne. Ie fve short years public preference has a iremend ¢ good will. This record for 


package of Climalene,.. get one 10¢ q can-of Bowlene absolutely:freet 


buile an unmatched sales record for the famous = comtunuous. trouble-free operauon also the 
G-E Monaor Top refrigerator retailers assurance of greaver NET profits. Every 
This preference, based on performance, also ™OvINE part of the G-E mechannm 1 hermet: a = “ 3- ges g 
wndicates the eflecuveness of the sales and mer Cally sealed within the steel walls of the Monnor : ss : 3 
chandning support provided by the General barat perpen gdh | . * : ACT QUICKLY! @ex y ecqueint beh 
Siig te cempe cme nas assed inane Conger, Ree emals This shop exterior won the recent ‘kala Sip Dials ant one Leihael baboon : 
pn mene ew pan nes aan pnp. Sean oo award of Downtown Brooklyn Asso- you tam ste how quickly I deersen, pte ot vote ig ; 
pbears pogn cared me adoywe Ranges Depenmens Scene DFM nas ciation for the Beck shoe chain. Its Ceomsaai. tngocabore sells np Agi. 
sumed at one goal quicker.easerG-E retail sales’ Burling. 1400 Euclid Avenue. Cleveland. Obvo. designer, Vahan Hagopian, New The mokers of Cliimelene, the sclontitfe bow! dleanser. Yoo >, 
° quick deanser, softener identity coupon eosity. ; 
GENERAL @ ELECTRIC York architect, was already famous SGU ORE soit vecinnee pray ds hema si: 
ALL-STEEL REFRIGERATOR as the head of a school of archi- "  Rowiene. This umuwat free offer black folder. The Climalens 
. . fe the, quickest woy they know Company, Chicage, Htlnols. 
OUT OF THREE 1S A GENERAL ELECTRIC tecture based on the relationship of RR BEE : . 3 
store design to sales. The problem +) MOWLENE axed SLastT somes Sranecing WHITE... stawrur! 
The current vogue for copy in the comic strip fashion has des- of creating a distinctive front was ODS ee aay hn ee rept eas Se, | 
cended to business papers, as indicated by this advertisement for ae important in this case, the ; — 
General Electric refrigerators which appeared in the Sept. 10 shop of a competing chain being Climalene Company ran this 900-line copy in Chicago dailies to 


issue of "Electric Refrigeration News.” next door. ’ announce its sampling campaign on Bowlene. 
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